The radical growth of the internet is a factor affecting different sectors of the business environment, including changes in the marketing sector. The importance of social media communications in the marketing environment cannot go unnoticed. An important element of social media communication greatly influencing marketing is electronic word of mouth (eWOM) -involving consumer to consumer communication about products and brands-which influences consumer purchase decisions. Nevertheless, research on the importance of eWOM in the marketing of oil and gas is limited. The purpose of this research is to investigate the effects of social media in business to business (B2B) marketing through an investigation of electronic word of mouth (eWOM) in the oil and gas sector in Qatar. Possible solutions to the negative effects of eWOM will also be determined.
Background of Marketing and Communication
The definition and understanding of marketing has evolved over time. In broadening the understanding of marketing, Kotler (1972) defines marketing in terms of value creation and transaction leading to achievement of the desired goal for the parties involved. A more recent definition of marketing is provided by Baines, Fill, and Page (2013), who define marketing as both an activity and a process of management. The intention of marketing involves meeting the needs of consumers and value creation while at the same time attaining the goals of the organisation. Therefore, marketing is carried out by an organisation with the intention of achieving their set goals while meeting the needs of consumers. It is also important to consider the value that an organisation seeks to create for their consumers in their marketing processes and activities when defining marketing ( Traditional marketing strategies involved the use of traditional means of communication to pass information about products and brands from marketers to consumers.
According to Killian and McManus (2015) , these methods gave marketers and business firms the upper hand in deciding the information that reached consumers. The practices used in marketing involved the use of formal methods that were impersonal and unidirectional, which limited the capacity of consumers to influence product development or provide feedback to firms (Armstrong et al., 2015; Moran, Muzellec, & Nolan, 2014 ).
The traditional communication means are undergoing revolutionary changes, which are not only affecting communication but also influencing marketing (Leite & Azevedo, 2017 ; Stone & Woodcock, 2014) . Leeflang et al. (2014) argue that the internet is the main factor fuelling changes in the marketing sector. The use of the internet is instrumental in shifting control of information from the hands of the marketer and the firm to the hands of the consumer. According to Mulhern (2009) , digitalization plays an important role in enhancing consumer communication while expanding the speed at which consumers and marketers can transmit information about products to other users. As a result, marketing efforts are changing to include and invest more in digital technologies and digital marketing than before. The table below presents an illustration of the use and penetration of the most used social media platforms in the United States. Facebook messenger 3 47 Source: Chaffey (2016) An important factor changing the marketing environment is the use of social media.
The use of social media to communicate is increasing leading to rapid changes in transferring information from one user to another (Miller, 2013; Tuten & Solomon, 2017) .
According to Ashley and Tuten (2015) and Miller (2013) , using social media can be beneficial to both the consumer and the marketer. Killian to determine whether eWOM has the same effects in these sectors and the possible solutions to these effects-when the effects are negative. 
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Purpose of the Research
The purpose of the current research is to investigate the effects of social media in business to business (B2B) marketing through an investigation of electronic word of mouth (eWOM) in the oil and gas sector in Qatar.
Objectives of the Research
To determine the positive effects of electronic word of mouth in the oil and gas industry in Qatar.
2. To find out the negative effects of negative electronic word of mouth in the oil and gas industry in Qatar.
3.
To establish the possible solution to the negative effects of electronic word of mouth in the oil and gas industry in Qatar.
Research Questions
1. What are the positive impacts of electronic word of mouth on B2B marketing in the oil and gas industry in Qatar?
What negative effects does negative electronic word of mouth have on B2B
marketing in the oil and gas industry in Qatar?
How can the negative effects of negative electronic word of mouth on B2B
marketing in the oil and gas industry in Qatar be solved?
How could ewom effect the relationship between Qatar Petroleum and it is Joint
Ventures?
Literature Review
Marketing has traditionally involved the use of strategies that are impersonal, formal, and one-sided. These strategies have included advertisements, promotions, and publicity campaigns that have been developed to inform the consumer about the product of 
Social Media
The term social media is a combination of two words. (Ramos, 2013) .
Professional network is also another category of social media platforms that facilitate both professional and business networking. The most popular social networks under the professional network category encompass LinkedIn, Xing, Viadeo, and Yammer (Ramos, 2013) . Multimedia social networks are also another category of social media that permits users to create and share visual contents such as video, photos, and audios. The major potential in the latter contents is the viral nature of the shared content (Ramos, 2013).
Social Media Marketing
According to Saravanakumar and SuganthaLakshmi (2012) , social media is a platform for pursuing marketing over the internet to attain branding and social marketing communication goals. Social media marketing mainly encompasses activities that focus on sharing videos, contents, and images for marketing purpose. It is, therefore, a simple way in which businesses reach out to customers. In simple terms, social media marketing can be referred to as the utilization of social media avenues and channels to facilitate product promotion (Safko, 2010) . Social media marketing is, therefore, a type of marketing that can be categorised under online marketing activities, which compete with the traditional web-centred strategies for promotion such as the online advertisement campaign and email newsletters (Heymann-Reder, 2012; Kaur, 2016; Saravanakumar & SuganthaLakshmi, 2012).
Strategic opportunity and social media marketing
Consumers have become more sophisticated and have adopted new techniques and tactics for undertaking searches, choosing, and evaluating their purchase action for services and goods (Heymann-Reder, 2012). Research has revealed new trends among customers entrenched on the use of social media. For instance, the demand for tailored products and customers' willingness to be actively involved in the product development process are increasing. Furthermore, clients' interest in presenting their say at different stages of the business process is increasing (Safko, 2010) .
Such revelations impact the manner in which marketers operate and adopt marketing practices on tactical and strategic levels, hence, exposing the same marketers to different challenges and choices (Winer, 2009 ). Marketers, therefore, adopt the idea of providing consumers with the products and services that are customized in line with their desires and wishes. In addition, the same marketers become open to the idea of co-creation with customers. In this case, the marketers develop conditions that permit co-operation with consumers in the development and testing of new products (Safko, 2010) . Moreover, many businesses have embarked on heavy investment in the social media due to the increased competitive pressure and the acknowledgement by marketers that they need to acquire some control over the consumer-controlled social media space (Heymann-Reder, 2012; Kaplan & Haenlein, 2010). 
Benefits of social media marketing
Disadvantages of social media marketing
Social media being an interactive process entails exchange between two parties. Such exchange between parties requires time commitment. Since focus on social media marketing has been changing over time and is channelled towards advancing longterm relationship, a significant time investment is apparent, which businesses may not be willing to undertake. Businesses that market their products on social media utilize their trademarks to enhance the authenticity of the same product. Copyright issues in most cases may arise when businesses promote their products and brands or when they use their trademarks through third-party outlets. Marketers, therefore, regularly engage in a continuous process of monitoring the use of their copyrights and trademarks (Kaur, 2016) .
The receipt of negative feedback from the clients also poses a significant demerit of social media marketing. The same platform provides the customers with an avenue to present their views about the quality of the product and service as well as the image of the companies. In the event that a company receives negative feedback from its clients, the same company will be subjected to intense market pressure, which may work towards elevating its competitors. Social media, therefore, keeps the image of companies at stake in their day to day dealings with clients (Nadaraja & Yazdanifard, 2013 , 2013 ). In addition, the adoption of social media marketing is also dependent on the personal innovativeness of the chief executive officer of the firm as well as the level of innovativeness of the specific organisation. Studies have also suggested that the size of a firm significantly determines the adoption decision of social media marketing. In addition, smaller firms have been found to be more receptive to new technologies for brand improvement as opposed to their larger counterparts. On the latter basis, therefore, early adoption of social media marketing can be achieved by small and medium B2B firms that are innovative.
The Role of the Internet and Social Media in B2B Branding
Previous studies have established the significance of branding for B2B firms (Lindgreen, In general, network participants significantly benefit from social networks to advance the use of resources and promote their activities. Social networks, therefore, in a commercial context, provide enormous benefits that seek to enhance the economic Various solutions from different locations globally can, therefore, be sought through the availed social networks. In light of the significance of the internet and social networks, which enhances direct unmediated inter-firms communication, different studies have argued that social media marketing supports brands by establishing and maintaining relationships in a B2B context. New sources of online information such as photo and video sharing podcasts and websites, blogs, and social networking sites among others have provided an education platform for brands and products. Specifically, Facebook has been considered as the most popular social media platform, which marketers have come to appreciate their potential in assisting the achievement of brand objectives.
Michaelidou, Siamagka, and Christodoulides (2011) argue that given the wide acceptance of social media by the general public, it has become a vital internet marketing tool. Research, however, in social network sites and social media is still in the embryonic phase and much focus has been directed to the B2C context. In the same context, social media research has focused on ethics and privacy issues, social networking sites' prevalence among groups, drivers to the use of social media, and revenue generation through the same platform among others. Furthermore, B2C firms seem to have acknowledged the social media potential in brand promotion much earlier than B2B firms.
